Overseas tourism to Scotland by Heeley, John
Strathprints Institutional Repository
Heeley, John (1987) Overseas tourism to Scotland. Quarterly Economic 
Commentary, 13 (2). pp. 72-78. ISSN 2046-5378 , 
This version is available at http://strathprints.strath.ac.uk/51556/
Strathprints is  designed  to  allow  users  to  access  the  research  output  of  the  University  of 
Strathclyde. Unless otherwise explicitly stated on the manuscript, Copyright © and Moral Rights 
for the papers on this site are retained by the individual authors and/or other copyright owners. 
Please check the manuscript for details of any other licences that may have been applied. You 
may  not  engage  in  further  distribution  of  the  material  for  any  profitmaking  activities  or  any 
commercial gain. You may freely distribute both the url (http://strathprints.strath.ac.uk/) and the 
content of this paper for research or private study, educational, or not-for-profit purposes without 
prior permission or charge. 
Any  correspondence  concerning  this  service  should  be  sent  to  Strathprints  administrator: 
strathprints@strath.ac.uk
Economic Perspective 3 
OVERSEAS TOURISM TO SCOTLAND 
John Heeley, Scottish Hotel School 
University of Strathclyde 
This paper examines the importance of 
overseas tourism to Scotland and goes on 
to discuss how Scotland's potential as an 
international destination might be further 
exploited, considering, in te r a l i a , the 
respective roles of the Scott ish Tourist 
Board (STB) and the B r i t i s h Tour i s t 
Authority (BTA). 
The nature of overseas tourism to Scotland 
Analysis of 1985 data from the Department 
of Employment's International Passenger 
Survey (IPS) and the Br i t i sh Tourist 
Authority's Overseas Visitors Survey (OVS) 
enables a detai led market prof i le to be 
constructed of Scotland's in ternat ional 
touris t influx.1 
In 1985 over 14 million overseas visi tors 
came to the UK. Contrary to popular myth, 
the group package tour i s not the norm. 
Most v i s i t o r s made the i r own t ravel and 
accommodation arrangements (78?) and most 
came alone, or with a single companion 
(59%). They were mostly leisure tourists: 
in 1985 61? were holidaymakers and another 
22? were v i s i t i n g friends and r e l a t i ves . 
Business and educational t r a v e l l e r s made 
up the remainder. Almost two-thirds (65%) 
were on a repeat v is i t , a proportion which 
has r isen s teadi ly over the past decade 
and has significance in that repeat t r ips 
are more l ike ly to include t ravel to 
places outside London. 
Roughly one-tenth of a l l foreign visi tors 
to the UK stayed in Scotland during 1985. 
In the main they came to Scotland as part 
of a wider UK tour: only one quarter 
(27%) confined themselves to Scotland and 
most (73%) were attracted to some or other 
p a r t ( s ) of England. The e s s e n t i a l l y 
British/UK nature of most overseas tourist 
tr ips to Scotland is further emphasised by 
access and t r a n s p o r t ar rangements . 
Although t h r e e q u a r t e r s of fore ign 
t o u r i s t s to Scotland l e f t the UK by a i r , 
only 11% of these used Glasgow or 
Prestwick as opposed to the 83% leaving 
via Heathrow or Gatwlck. Those using sea 
links al l used ports of departure based in 
the South of England. 
Table 1 Overseas tourism to Scotland 
19T9-1986 
1979 
1980 
1981 
1982 
1983 
1984 
1985 
1986 
Trips 
(millions) 
1.12 
1.13 
0.97 
1.05 
1.14 
1.12 
1.28 
1.23 
Nights 
(millions) 
12.6 
12.4 
11.2 
12.0 
12.1 
12.0 
13.8 
13.0 
Expenditure 
(£•) 
167 
185 
168 
205 
244 
275 
319 
320 
Source: IPS 
In terms of volume, Table 1 shows tha t 
overseas tourism to Scotland recorded i t s 
best-ever year in 1985, with IPS returns 
showing a year-on increase in t r i p s and 
nights of 12.5% and 15% respectively. 
Spending also topped the £300 million mark 
for the f i r t time ever. I t appears, too, 
that Scotland escaped the worst effects of 
the downturn last year in overseas traffic 
to the UK occasioned by Chernobyl, the 
Libyan bombing and o ther t e r r o r i s t 
incidents . Only a 4% drop in t r i p s i s 
i nd i ca t ed as having occurred, no t -
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Table 2 Overseas tourism to Scotland by country of origin, 1985 
USA 
Canada 
West Germany 
France 
Italy 
Netherlands 
Rest of EEC 
C000)» 
395 
110 
112 
64 
34 
44 
22 
Rest of Europe (ie non-
EEC) 
Australia 
South Africa 
Japan 
Saudi Arabia 
Rest of World 
121 
105 
20 
9 
20 
121 
Trips 
t share* 
33 
9 
9 
5 
3 
4 
4 
10 
9 
2 
1 
2 
10 
(% share 
1980)+ 
22 
8 
11 
9 
4 
7 
5 
12 
8 
2 
1 
1 
10 
Expenditure 
per 
trip 
(£•)++ £** % share 
100 
28 
15 
11 
9 
7 
8 
26 
23 
6 
1 
18 
52 
253 
255 
136 
165 
261 
164 
383 
215 
219 
285 
146 
84 
435 
33 
9 
5 
3 
3 
2 
3 
8 
8 
2 
<1 
6 
17 
* Rounded to nearest '000 
** Rounded to nearest £ sterling 
Source: IPS 
+ Rounded to nearest whole number 
<H- Rounded to nearest mil l ion £ s t e r l i ng 
Table 3 Overseas tourism to Scotland by region/locality, 1985 
Trips 
(•000) 
Borders 30 
Central 50 
Dumfries & Galloway 40 
Fife 70 
Grampian 150 
Highlands & 
Islands 370 
Lothian (excluding 
Edinburgh) 20 
Edinburgh 680 
Strathclyde (excl. 
Glasgow) 190 
Glasgow 260 
Tayside 130 
Other 20 
1985 
Nights 
(•000) 
200 
400 
200 
500 
1500 
2000 
200 
3800 
1600 
2400 
1000 
100 
Expend. 
(£m) 
4 
9 
4 
14 
33 
41 
6 
95 
39 
49 
22 
2 
•84 
100 
400 
200 
600 
1300 
1800 
200 
3200 
600 
1500 
800 
200 
Nights 1979-84 O000) 
•83 
200 
400 
300 
400 
1100 
1400 
200 
3400 
500 
2100 
1000 
200 
'82 
200 
300 
200 
500 
1300 
1500 
200 
2700 
1100 
2100 
800 
200 
•81 
100 
500 
200 
600 
900 
1500 
300 
2700 
1700 
1500 
800 
400 
•80 
200 
600 
300 
500 
1200 
1600 
200 
330 
1800 
1700 
900 
200 
•79 
100 
600 
300 
400 
1100 
1800 
300 
3400 
1600 
1700 
1000 
200 
NB The to t a l number of t r i p s as measured here (2.01 million) i s greater than the gross 
number of overseas v i s i t o r s to Scsotland (1.28 million) due to tour i s t s staying in 
more than one region/locality. 
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withstanding the sometimes dramatic impact 
f e l t by individual operators.2. The 
conventional wisdom amongst t o u r i s t 
industry leaders i s that the events of 
1986 r e p r e s e n t a temporary hiccup. 
Therefore the STB, faced with a GB holiday 
market that in overall terms i s mature and 
showing signs of decline, gives prominence 
to overseas markets in i t s own "business 
plan". 3 The l a t t e r document draws 
atention to the fact that the average 
spend per t r ip of an overseas visistor i s 
approximately two and a half times that of 
his domestic counterpart, and states that 
the avai lable data indicate "that most -
if not a l l - of Scotland's real tourism 
growth in the 1980s has been coming from 
overseas", t 
In t h i s r e s p e c t , arguably the most 
s t r ik ing cha rac t e r i s t i c of the overseas 
tourism movement to Scotland i s i t s 
reliance on North American markets. Table 
2 reveals tha t the United Sta tes and 
Canada accounted for 42% of a l l a r r i va l s 
in 1985. The USA i s by far the most 
important individual country source, a 
d e p e n d e n c e w h i c h has i n c r e a s e d 
proportionately during the current decade 
- from approximately two-fif ths to one-
th i rd of the grand t o t a l (see Table 2) -
and which i s more pronounced than i s the 
case for e i the r England or Wales. In 
1985 the North American market generated 
40% of Scotland's foreign tourism earnings 
and accounted for nearly one out of every 
ten pounds of i t s total tourism turnover. 
By way of contras t , the trend in staying 
v is i t s to Scotland from European countries 
shows a decline overall between 1980-1985: 
co l lec t ive ly EEC and non-EEC na t i ons 
genera ted 35% of fore ign v i s i t s to 
Scotland in 1985 compared with 48% in 1980 
(see Table 2). This i s especial ly marked 
in re la t ion to France and i t i s somewhat 
surpris ing to discover that in 1985 only 
some 4% of French t o u r i s t s to the UK 
v is i t ed Scotland. Moreover, a BTA guide 
to the French market sugges t s t h a t 
Scotland has a strongly posi t ive image 
amongst the French: 
"Despite the attraction of rural 
Br i ta in to the French there i s 
no t a very h igh d e g r e e of 
knowledge about the r eg ions . 
Scotland i s an area frequently 
mentioned as des i rable to v i s i t 
but other areas are l i t t l e known 
especial ly among those who have 
never visited the country". 5 
Outside Europe, res idents of English-
speaking countries show an above-average 
propensity to v is i t Scotland. Of visitors 
to the UK from Australia and South Africa 
in 1985, an estimated 12% and 5% stayed in 
Scotland. Tourism from Japan to Bri ta in 
i s expanding rap id ly but i s cent red 
overwhelmingly on London because of the 
l a t t e r ' s posit ion as Europe's l ead ing 
financial centre and gateway for the high-
volume round-Europe tours . The l a t t e r 
typically involve: 
"...short stops in London of 0-2 
nights and very l i t t l e out of 
London t rave l . Groups usually 
a r r ive in the early morning and 
do a Windsor tour before checking 
into a hotel . The r e s t of the i r 
s tay i s a t i g h t l y c o n t r o l l e d 
programme of organised and 
commissionable .shopping and city 
sightseeing". ° 
In such c i r c u m s t a n c e s , i t i s no t 
surprising that Scotland has hardly begun 
to penetrate this fast-developing market. 
Vis i tors from Saudi Arabia and the Gulf 
region are remarkably high spenders: on 
average they spend approximately £1250 per 
p e r s o n p e r v i s i t t o B r i t a i n . 
Tradit ionally London has been the focus, 
but in recent years Arabs have begun to 
venture further af ield so that now there 
are: 
"...regular Arab group tours to 
des t inat ions such as Brighton, 
Blackpool, Glasgow and the Lake 
D i s t r i c t I n d e p e n d e n t 
t o u r i n g h a s a l s o b e g u n , 
particularly to Scotland." ' 
Saudi Arabia i s estimated to account for 
6% of Scotland's 1985 overseas tourism 
earnings. 
A second sa l i en t feature of overseas 
tour ism t o Scotland i s i t s s p a t i a l 
concentration - see Table 3. Just over 
one ha l f (53%) of a l l i n t e r n a t i o n a l 
visi tors to this country include a stay in 
Edinburgh, while Glasgow i s a destination 
for nearly one third (29%). Three areas -
Edinburgh, Glasgow and the Highlands & 
Islands absorbed 59% of to ta l overseas 
bednights. In th i s respect the trend 
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figures appear to lend ten ta t ive support 
to the claim that Glasgow i s becoming an 
increasingly favoured haunt of overseas 
tou r i s t s - possibly at the expense of 
adjacent parts of Strathclyde Region (see 
Table 3). 
To sum up, overseas tourism to Scotland 
expanded modestly during the f i r s t half of 
the present decade, with the "freak" 
events of 1986 occasioning an early season 
slump from which the tour i s t industry 
quickly recovered. The formula for growth 
has been for a small decline in v i s i t o r s 
from Europe to be more than offset by a 
r i s ing throughput of high spending North 
American tourists. The crucial factor to 
bear in mind here i s that the boom in 
North American t ravel to Scotland i s 
something in which Britain as a whole has 
p a r t i c i p a t e d . The 1.7 mi l l i on US 
v i s i t o r s to Bri tain in 1980 had by 1985 
r isen by an impressive 86%. Br i ta in ' s 
earnings from US travel in that year were 
greater than those for France and Germany 
combined which are respectively the second 
and t h i r d most p o p u l a r European 
d e s t i n a t i o n s for the US v i s i t o r . 8 
Canadian v i s i t o r s to Bri tain have also 
spiralled: from 4 million in 1980, trips 
rose in successive years to record a 63% 
increase by 19&5. Scotland's fortunes as 
an international tourism destination are, 
therefore, tied up with those of Britain. 
As a r i s ing t ide of US v i s i t o r s flocked 
into the London 'Gateway' between 1980-85, 
the 'regions' (Scotland included) began to 
receive a palpable spin-off as Americans 
and Canadians ventured out of London on 
v i s i t s to Scotland, Wales, Yorkshire and 
Humberside and other areas. 
Potential for further growth? 
Scotland's ab i l i t y further to exploit 
overseas tourism markets i s a complex 
matter. In a very general sense i t has a 
wealth of scenery, his tory, culture and 
imagery to package and s e l l : the glens, 
cas t l e s , k i l t s , whisky, golf - the l i s t 
seems endless. Furthermore, massive 
emigration from Scotland has resulted in 
act ive ethnic l inks , par t icular ly in the 
Engl ish-speaking coun t r i e s of North 
America, Australia, New Zealand and South 
Africa. I t has been estimated that 20 
m i l l i o n Americans have some s o r t of 
Scottish ethnic connection. The sense in 
which e x i s t i n g l e v e l s of marke t 
penetration appear only to be scratching 
the surface i s indicated by the fact that 
the 3 m i l l i o n or so Americans who 
travel led to Br i ta in in 1985 represented 
only 1.3% of the resident population. ' 
The key overseas growth markets identified 
by STB in i t s business plan a re : - North 
A m e r i c a , S c a n d i n a v i a , Germany, 
Switzerland, Holland and Austria. In 
a d d i t i o n A u s t r a l i a and Japan a r e 
i d e n t i f i e d as " longer - te rm" growth 
prospects. 10 
In assessing Scotland's growth prospects 
as an international tourism dest inat ion, 
there i s an important set of contextual 
considerations to take into account. 
F i r s t , i t i s the case that factors in the 
general business environment exe r t a 
profound influence on the volume and value 
of Scotland's overseas tourism. Factors 
such as energy pr ices , exchange ra tes , 
po l i t i c a l uncer ta in t ies , the s ta te of 
consumer spending in the p r i n c i p a l 
countries generating international tourism 
movements and so on, combine to create 
upturns and downturns. 
Secondly, i t i s extremely d i f f i cu l t (and 
costly) to reach and influence potent ial 
customers overseas. American visitors to 
Bri tain are spread across 28 S t a t e s , 
a lbe i t tha t five provide approximately 
half the influx (California, New York, 
Texas, Florida and New Jersey). Even in 
the case of US v i s i t o r s - who are 
predisposed to use t ravel companies to 
book t h e i r overseas tours and can 
therefore be reached through agents - BTA 
s t i l l estimate that: 
over 80% of US t r ave l l e r s to 
Europe decide which countries 
they are going to v i s i t before 
seeing a travel agent. 
over 70% of those who decide on 
t h e i r d e s t i n a t i o n ( s ) before 
seeing a t ravel agent have also 
decided how much time they would 
spend in each country. 11 
BTA are also able to estimate that only 
around one q u a r t e r (27%) of overseas 
v i s i t o r s to B r i t a i n had consul ted 
l i t e r a t u r e obtained from the Authority 
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prior to their arrival. previously. 
Thirdly, there i s exceptionally f ierce 
competition between countries for the 
in te rna t iona l t r a v e l l e r . For instance, 
direct advertising expenditure by selected 
national t ou r i s t offices in the USA i s 
shown in Table 4. Relatively speaking, 
the BTA expenditure of ,£0.6 mil l ion i s 
clearly less than l av i sh . " 
Table 4 Tourism advertising expenditure 
in USA by se l ec ted national 
tourist offices - 1985 
Canada 
Mexico 
Bermuda 
Australia 
Bahamas 
Jamaica 
Spain 
Israel 
Ireland 
BTA 
France 
£m 
12.5 
7.3 
5.7 
4.0 
2.8 
2.7 
1.3 
1.0 
0.7 
0.6 
0.5 
The significance of the above set of 
considerations are tha t they represent 
'givens' over which Scotland, and the 
public and pr ivate organisations within 
i t , have l i t t l e or no control . Factors 
r e l a t i n g t o t he g e n e r a l b u s i n e s s 
environment over the years 1980-85 made 
the UK an a t t r a c t i v e dest inat ion for 
overseas t o u r i s t s , but they may equally 
over the five years 1985-90 cause the 
number of overseas v i s i t o r s to Great 
Br i ta in (and therefore Scotland) to fa l l . 
A similar cyclical pat tern characterised 
the period 1976-82: external factors 
leading to pr ice competitiveness topped 
off by the Jubilee celebrations occasioned 
an exceptional upsurge in foreign tourism 
to Britain between 1976-78. As this price 
competitiveness lessened, a sustained 
fall-off in numbers then occurred between 
1979-82. I t i s a salutory exercise to 
remind ourselves tha t in Scotland the 
volume of overseas t o u r i s t s received in 
1977 (13.6 million bednights) was greater 
than tha t achieved l a s t year and only 
marginally short of the "record" 13.8 
mil l ion bednights generated in the year 
The overseas Marketing of Scottish tourism 
Partly because of uncontrollable exogenous 
influences on the flow of inward tourists , 
i t i s p rac t ica l ly impossible to assess 
with cer ta inty the effectiveness of the 
overseas marketing conducted by national 
t ou r i s t off ices. I t s effects are also 
difficult to disentangle from those which 
stem from the promotional programmes 
undertaken by ca r r i e r s , hotel groups and 
t h e l i k e . And as we have s e e n , 
promotional influences rarely d i c t a t e 
consumers d e c i s i o n s to buy overseas 
leisure and business tr ips. Evaluation of 
c e r t a i n s p e c i f i c market ing schemes 
conducted by national tourist offices show 
that they can be highly effective,14, but 
no such evaluation i s possible taking the 
majority of elements which comprise the 
annual marketing campaign as a whole. Put 
a t i t s simplest , one cannot 'know* what 
would have happened i f the ac t iv i ty and 
the expenditure had not taken place. 
Despite i t s ra ther intangible nature, 
there i s s t i l l a strong case for having 
s t a t e financed national t ou r i s t offices 
engaging in destination marketing abroad. 
I t i s s igni f icant tha t nearly a l l other 
countries with any pretence to a tourism 
industry judge i t worthwhile to put public 
monies into overseas marketing. I t would 
be s u r p r i s i n g i f , when c a r r i e d out 
p r o f e s s i o n a l l y , t h i s did not a t the 
margins influence or modify underlying 
tourism trends as well as put over a se t 
of messages and information which would 
not otherwise be promoted. Scotland i s 
currently being marketed overseas by two 
national t ou r i s t off ices, BTA and STB. 
The evolution of t h i s Janus-headed 
arrangement needs to be briefly recounted. 
Before 1969, action to influence inward 
tourism was in the hands of the voluntary 
Br i t i sh Travel Association. The 1969 
Development of Tourism Act was a conscious 
attempt on the part of national government 
to improve the balance of payments by 
securing a bigger share of the expanding 
tourism market. I n i t i a l l y promotional 
a c t i v i t y was channel led exc lu s ive ly 
through the British Tourist Authority (the 
revamped British Travel Association), the 
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three country tourist boards for England, 
Scotland and Wales being res t r i c ted to 
d o m e s t i c m a r k e t i n g and f i n a n c i a l 
assistance programmes which would aid 
product development. A commitment to 
afford STB an a d d i t i o n a l overseas 
marketing role was f i r s t aired in the 
Scottish Devolution B i l l , resurfacing 
shortly af ter as a pledge in the 1983 
election manifesto of the Scottish Tory 
party. Subsequently the Tourism (Overseas 
Promotion) (Scotland) Act became law on 14 
May 1984. I t enabled STB to supplement 
BTA promotion of Scotland by undertaking 
i t s own marketing programme overseas. The 
money to be spent was pegged ini t ia l ly at 
£200,000 (418,000 1986/87), and each and 
every scheme of work proposed necessitated 
BTA consultation and the approval of the 
Secretary of State for Scotland. 
STB ac t iv i ty overseas for 1986/87 was 
focused on "the traditional markets of the 
United S ta tes , Canada, Scandinavia and 
Northern Europe, whi le explor ing the 
potent ial of the Japanese and Australian 
markets."^ In ttiese countries packaged 
hol iday products and other s p e c i f i c 
information were distributed direct to the 
overseas t ravel trade a t f a i r s , sales 
missions and so forth. The monies are not 
t he re fo re being spent on "sof t - se l l " 
advertising designed to create awareness. 
A major i n i t i a t i v e has been the American 
Network of S p e c i a l i s t Counsellors on 
Travel to Scotland (AMNET/SC0TS). This 
involves the formation of a group of North 
American t ravel agents who wi l l s e l l 
Scottish holidays d i rec t to the American 
public, with prime target locations being 
Houston, Minneapolis , Boston , San 
Francisco, and Baltimore. Plans exist to 
extent this network to 1000+ agents, some 
of whom wi l l be outside the five prime 
areas. 
Criticisms of the 1984 Act and subsequent 
STB a c t i v i t y under i t are b a s i c a l l y 
fourfold. F i r s t , the meagre size of the 
budge t . Secondly t he system of 
consultation and approval designed to 
eliminate potential waste and duplication 
between STB and BTA i s cumbersome and 
time-consuming. Thirdly, i t has been 
suggested that the proportion of s taff 
t r a v e l t o o v e r a l l c o s t s i s d i s -
proportionately high, with a senior BTA 
executive suggesting 25% 1 ° . Fourthly, 
there i s concern that now Scotland has a 
d i rec t overseas presence, BTA efforts on 
behalf of Scotland wi l l be lessened. In 
t h i s respect the BTA's present Chairman, 
Duncan Bluck, had th i s to say when he 
appeared before a House of Commons Select 
Committee in 1985:-
"(Mr McCrindle) The Scottish Tourist 
Board and the Wales Tourist Board 
have had given to them a greater 
enti t lement actually to go and do a 
b i t of inducing of the i r own. If 
that i s the case and they are able to 
make a powerful marketing effort 
towards attracting trade to Scotland 
or Wales, i t t h a t not unfa i r to 
England? 
(Mr Bluck) Yes, I would agree that 
i t i s " . 1 7 
Currently the Br i t i sh Tourist Authority 
promotes Scotland along with the res t of 
Great Bri ta in and to th i s end maintains 
over 26 offices abroad. About 80$ of the 
BTA's annual budget i s spent di rect ly on 
advertising and promotion and i t s targeted 
d i rec t marketing spend for 1987/88 i s 
£21million. An estimated 20J - circa 
£4mi l l ion - i s r e l a t e d d i r e c t l y or 
indi rect ly to the se l l ing of Scottish 
products.18 BTA ac t iv i ty overseas i s 
undertaken in a p p r o x i m a t e l y f i f t y 
countries according to a formal plan which 
appraises specif ic markets in terms of 
opportunities and constraints, and relates 
these to available tou r i s t products. '" 
Amongst national tour i s t offices, the 
Authority i s widely regarded for i t s 
p r o f e s s i o n a l i s m and "commerc ia l " 
o r i e n t a t i o n . Over half i t s t o t a l 
marketing spend comes from non-Exchequer 
sources ( i e . j o i n t schemes with the 
tourist trade, sales of publications). 
Conclusion 
As the old voluntary Scottish Tourist 
Board recognised some twenty years ago, 
there i s much to be said for marketing a 
tourist destination "through one address 
only". The p o l i t i c a l r e a l i t i e s of a 
quasi-federal Bri tain make some sort of 
compromise system inevi table: the one 
forged by the 1969 Development of Tourism 
Act established a principle of demarcation 
whereby BTA concentrated on overseas 
marketing, with the tour i s t boards for 
England, Scotland and Wales being 
r e spons ib le for encouraging product 
development and promotion of home tourism 
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markets. The 1984 Tourism (Overseas 
Promotion) (Scotland) Act broke with this 
p r i n c i p l e and s p l i t up the overseas 
promotional e f f o r t . However, the 
supplementary STB effor t can a t preent 
have only a minuscule impact on the 
fiercely competitive international market 
place. Inevitably i t i s perceived as 
failing to meet Scotland's real needs. 
The British Tourist Authority remains the 
principal s t a t e mechanism for promoting 
Scott ish t ou r i s t products overseas. As 
the foregoing analysis has demonstrated, 
i n t e r n a t i o n a l tourism to Scotland i s 
qu in tessen t ia l ly a Br i t i sh phenomenon. 
There i s a commercial as wel l as 
geographical l o g i c to an a l l - B r i t i s h 
selling mechanism. To meet the legitimate 
n a t i o n a l a s p i r a t i o n s of the Sco t s , 
however, there i s much to be said for 
s t eng then ing the r o l e of S c o t t i s h 
i n t e r e s t s within BTA. In the lapsed 
devolution b i l l there was a proposal that 
the BTA board (of which the STB Chairman 
is already ex officio a member) should be 
changed so as to comprise a membership 
which gave control of the Authority to the 
three country tourist boards. This offers 
the promise of rea l ly giving the Scots a 
greater say in the overseas marketing 
situation. 
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